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Ethical intangible assets can contribute substantially to the sustained competitive advantage of
an organisation in a scandal thronged business environment through the fulfilment of social
contract. By unravelling the inefficacy of the present approaches of CSR to protect and enhance
the value of ethical intangible assets, an ethics driven CSR approach is posited by this study.
This theoretical advancement in CSR necessitates a fundamental shift in the conception and
implementation of CSR that corporate ethical identity values are established first which are
subsequently shared by CSR. Such a conception and implementation entail significant departure
from institutionalised expectations and isomorphic pressures nevertheless positioning the ethical
intangible assets of an organisation in optimal alignment with the nebulous social contract,
thereby leveraging the value of such intangible assets.
Keywords: Ethics driven CSR, Business ethics, Ethical intangible assets, Ethical leadership

INTRODUCTION

organisations in 24 countries and across 19
industries, Serfas (2015) maintains that as of
2012, the median share of intangible assets was
found to be 13.4 % of the total assets of an
organisation. However this share varies
significantly between organisations. It is less than
1 % for real estate enterprises and more than 41
% for media corporations. Three main kinds of
intangible assets are distinguished by Blair &
Wallman (2000) namely (1) intangibles which can
be bought and sold such as patents, copyrights
and licences; (2) intangibles that are controlled
by an organisation but may not be legally

The role played by intangible assets in enhancing
competitiveness of organisations is increasingly
acknowledged as evidenced by the growth of
investments in such assets (Zeghal and Maaloul,
2011). Intangible assets, indeed is becoming
more important than tangible assets (Zeghal,
2000) and the augmentation of investment in this
asset is attributed to the transition of economies
from industrial to knowledge based. In fact OECD
(2007) reckons intangible assets as the most
important source of value creation. Based on the
analysis of the 600 most important European
1
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(Matten and Moon, 2008). Even though the
financial feasibility of CSR had been highly
contested, the meta-analysis of Orlitzky, Schimidt
and Rynes (2003) found positive effect of CSR
on corporate financial performance thereby lay
off doubts regarding the business case of CSR.

protected such as business secrets, proprietary
management and systems; and (3) intangibles
which include human, structural and relational
assets, that are the components of relational
capital. Thus corporate identity, corporate brand
and corporate reputation come under the second
category of intangibles mentioned.

However scandal incited developments
apprise the fallibility in the prominent manner in
which CSR is conceived, devised and
implemented in most cases. This calls forth
researchers’ attention to advance CSR theory
and thereby the concept’s ability to fulfil social
contract in an optimal manner. Notwithstanding
the multiple dimensions of CSR emerged over
the years, primarily influenced by the need to
perform according to institutional and societal
expectations, testified by the presence of
instrumental, relational and normative CSR, this
study proposes an approach which eliminates the
prospects of ethical misconducts and thereby
protect intangible assets such as reputation. As
the incongruence between operations and
communications, is one of the main factors that
dissipate the value of intangible assets like
reputation, this study maintain that to mitigate and
eventually nullify such incongruence, it is critical
that organisational functions at all levels be guided
by ethical values, and in this regard an ethics
driven CSR can play a pivotal role.

The heightened interest in intangible assets
such as corporate reputation emanates from the
need for organisations to explicate and
demonstrate their integrity in a scandal thronged
business environment. Nonetheless, stakeholder
scepticism is accentuated by the fact that if
earlier, companies which did not claim to have
integrity of operations faced scandals, the case
of Enron and Tesco’s horsemeat scandal as well
as BP’s Gulf of Mexico oil spill divulge that
organisations which claim to be responsible
corporate citizens can also fumble in the areas
of economic, social and environmental
responsibility (BBC, 2003; Walsh, 2010; and BBC,
2013). This apparent incongruence between the
operations and communications of organisations
lead to a situation wherein the social contract,
which is the tacit contract representing societal
expectations pertaining to the performance of an
organisation, becomes progressively rigid and
evidence seeking (Du et al., 2010). Nevertheless,
explicit marketing of ethical and social ambitions
can attract critical stakeholder attention and risk
being considered as “precisely opposite,
manipulative and illegitimate” (Ashforth and
Gibbs, 1990: 177). Thus the divergent need to
communicate responsible behaviour puts
organisations under tremendous pressure. Many
reckon the evolution of CSR as a concept that
enables organisations to respond and fulfil the
nebulous social contract (Byerly, 2013) implicitly
or explicitly depending on societal expectations

The study arrived at this conclusion based on
an analysis of the nature of prominent scandals.
This study also claims that complete reliance on
institutional theories can hinder the ability of an
organisation to be proactive in CSR development
and can even undermine the very essence of the
concept both from the perspective of effectively
fulfilling social contract and enhancing the value
of intangible assets like corporate identity,
corporate brand and corporate reputation. By

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
56

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

delineating the contradictions between the
operations and communications of organisations
which faced scandals, this study contends that
the normative theories on CSR require a
fundamental change from an economic driven
perspective to an ethics driven perspective.
However such an effort can only be fruitful if the
internal and external functions of an organisation
are guided by identical ethical values. Towards
this business ethics can act as a conduit and
thereby the creation and maintenance of
corporate ethical identity.

numerous but fragmented ways through which
enhancement of intangible assets can be
achieved and social contract is fulfilled. This
covers a broad spectrum of area of interest to
this study as well such as value maximisation
through objective function (Jensen, 2001),
corporate reputation enhancement through CSR
(Melo and Garrido-Morgado, 2012), the role of
corporate identity values in effectively
communicating CSR (Schmeltz, 2014), utilisation
of ethical framework to market CSR (van de Ven,
2008), achievement of social contract through
CSR (Sacooni, 2006) to mention a few.
Furthermore, previous studies have also paid
attention to factors that influence the creation and
reinforcement of business ethics in an
organisation such as code of ethics (Fleege and
Adrian, 2004; and Trevino and Brown, 2004),
corporate culture (Trevio and Brown, 2004),
ethical climate (Soltani, 2014) and corporate
ethical identity (Berrone et al., 2007; and Kleyn
et al., 2012). Nonetheless, there is an apparent
absence of a unifying framework which can
provide a holistic understanding of the credible
and sustained ways through which enhancement
of the value of ethical intangible assets and social
contract can be achieved (Melewar et al., 2014).

A review of the theoretical development of CSR
reveals multiple stages in its evolution from social
responsibilities of business men in the 1950s and
1960s to the strategic management in the 1990s
and 2000s and subsequently a tighter alignment
between CSR and Corporate Financial
Performance (CFP). While CSR has gained
some inward focus as attested by the attention
paid to vivify the link between CSR and CFP, scant
attention is paid to a number of institutional
factors such as personal ethics of managers
(Dong and Lee, 2008). Further even though
previous conceptual reviews outline the role of
business ethics in insulating organisations from
scandals and thereby protecting intangible assets
(Fombrun and Foss, 2004), limited attention was
paid to the role ethics can have in the design of
CSR that facilitates the enhancement of intangible
asset and fulfilment of social contract . Thus this
study addresses a major gap in the existing
organisational literature by providing an ethics
driven CSR perspective that transcends the
normative, instrumental and relational CSR,
enabling organisations in the optimal
enhancement of ethical intangible assets and
fulfilment of social contract.

The remainder of this study is organised into
five sections. In the first section, the nature of
recent scandals are analysed with the intent of
unravelling the provenance of ethical
misconducts that catapulted into scandals. The
second section reviews the evolution of CSR from
instrumental, normative, relational perspectives
revealing the fallibility in the very conceptualisation
and implementation of CSR, hindering the ability
of the concept in protecting and enhancing
intangible assets in the present business
environment. In the third section, a framework for

The extant literature proffers and attests
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ethics driven CSR is introduced with a discussion
on the evolution of business ethics and the critical
role played by ethical leadership and other
instruments such as code of ethics in the creation
and sustenance of corporate ethical identity. The
fourth section delineates the link between
corporate ethical identity, corporate brand and
corporate reputation. The concluding section of
the study offers a discussion on the theoretical
and practical implications and limitations of the
study with avenues for future research.

pressure to boost short term profits (Buchnan,
1996; Laffont and Martimort, 2002; Heath, 2009;
and Gilley et al., 2010). Secondly, market
performance has gained more significance over
societal values due to growing individualism and
cutthroat competition (Dobson, 2009). Profit
overstating by Tesco (Wearden, 2014) vividly
signifies the challenges faced by agents to boost
short term profits prompting them to engage in
unethical behaviour.
To boost short term profits, an organisation
may outsource its operations to service providers
located in low cost production destinations. While
there is nothing intrinsically illegitimate in this, it
revealed an appalling trend. The focal
organisations were not ready to consider their
suppliers as an integral part of their organisational
functioning. The sweat labour scandal of Nike
however made it unambiguous that it is the
responsibility of the focal organisation to ensure
social sustainability of its supply chains (Nisen,
2013). The Gulf of Mexico oil spill of British
Petroleum is another case which effectually
established that the focal organisation cannot
refrain from ensuring the environmental
sustainability of its suppliers (Carrington, 2010).
Further it is also intriguing to note that even
organisations which are highly profitable like Apple
introduced supplier code of conduct only when
the inhumane labour practices of one of the major
suppliers of the organisation was brought to public
notice by the media (BBC, 2012; and Guglielmo,
2013). In short organisations may not be ready to
undertake increased ownership of supply chains
and supplier education in order to conduct
business ethically.

THE NATURE OF SCANDALSITS EFFECTS ON SOCIAL
CONTRACT AND
INTANGIBLE ASSETS
Scandals, irrespective of their nature are
deplorable. They leave indelible marks in the
history as well as in the psyche of those who are
afflicted by that. Nevertheless, scandals in most
cases prompt stakeholders to have a critical
analysis of the pitfalls in the management of an
organisation that culminated in the scandalous
events. They invariably raise the question of
whether the agents, who are supposed to act fairly
have misused their position in their duty to the
principal, if agency theory is drawn to analyse the
scandal (Heath, 2009).
The ethical misconducts from the agents of
Enron consternated not only its immediate
stakeholders but also the general public. It further
disclosed that the legal systems lack moral will
power to prevent agents from misusing their
power (Arjoon, 2005). It also raises serious
concerns pertaining to the incongruence between
what an organisation profess and what it actually
does. This incongruence emanates primarily
from two diverse kinds of pressures which an
organisation faces. Firstly, the incessant

Drawing on the institutional theory, it can be
inferred that the outsourcing contracts invariably
enabled organisations in the fulfilment of
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institutionalised expectations (DiMaggio and
Powell, 1983). Besides this, there was nothing
illegitimate in outsourcing operations. The
presence of scandals of similar nature of Nike,
Tesco and BP corroborates the presence of
isomorphism. DiMaggio and Powell (1983)
maintain that three mechanisms can lead to
isomorphism. Coercive isomorphism is the
outcome of the pressure an organisation faces
from other organisations. Mimetic isomorphism
takes place when an organisation emulates other
organisations with regard to structure and
processes at times of uncertainty. Normative
isomorphism originates from increasing
professionalism in modern societies. Further, as
western ideology and rationality influences in
shaping the values of the institutionally formed
entities (Meyer and Rowan, 1977), the divergence
of business ethics in the supplier base from the
focal organisational expectations were not
reckoned as unethical at least by the immediate
stakeholders of an organisation such as the
shareholders. It can also be observed that an
organisation may continue to be influenced by
mimetic and coercive inter industry isomorphism
until powerful environmental changes hit them
individually as evidenced by the cases of Nike
and Apple.

implementation can not only mean lesser
effectiveness but can also engender
counterproductive consequences due to the
dissonance between CSR values communicated
and core operational values (Du et al., 2010).

CORPORATE SOCIAL
RESPONSIBILITY
It can be noted that even though Corporate Social
Responsibility (CSR) concept has been around
for more than 60 years, it became an area of
strategic significance in the late 1990s and 2000s
(Dong and Lee, 2008; and Moura-Leite and
Padgett, 2011). However defining CSR is a difficult
task as it is essentially a value based concept
(Siltaoja, 2006; and Werther and Chandler, 2006),
internally complex and having open rules of
application (Moon et al., 2005). For the purposes
of this paper, the definition given by the World
Business Council for Sustainable Development
is used. According to the World Business Council
for Sustainable Development (1999:3), CSR is
“the continuing commitment of business to
behave ethically and contribute to economic
development while improving the quality of life of
the workforce and their families as well of the local
community and society at large”. Applying this
definition with the factors that culminated to the
scandals vividly signifies that ethicality as well as
a holistic approach to CSR management has
been absent in the case of majority of
organisations.

It can thus also be discerned that even with
the presence of normative CSR practices,
organisations need not proactively pursue to
identify and curtail immorality in their entire
operations and thus insulate themselves from
scandals. The failure of organisations to do so
can be identified from the manner in which CSR
is conceived and implemented. From the
perspective of enhancing the value of intangible
assets and fulfilling social contract in a
progressive manner, such a conception and

Even though there has been significant
evolutions in the CSR concept over the years
(Dong and Lee, 2008), an organisation has the
freedom to determine the structure and values of
CSR. Nevertheless, the institutionalised
expectations can substantially prompt
organisations to jump in the CSR bandwagon
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resulting in many organisations adopting a
cosmetic CSR as the evolution of the concept
testifies (Nigel, 2003; and Dong and Lee, 2008).
Thus the present normative theories are the
outcome of the concept’s evolution to
accommodate the changing institutional
expectations. For example, the triple bottom line
of sustainability is one where the economic,
social and environmental dimensions of corporate
responsibilities take prominence (Norman and
McDonald, 2004; and Branco and Rodrigues,
2006). Such an evolution has intrinsic flaws
associated with it as rather than an organisation
determining the direction of CSR, it is determined
by business environmental changes particularly
scandals and by coercive and mimetic
isomorphism. For example, Tesco’s horsemeat
scandal signified that food retailers should pay
more attention to suppliers’ sourcing strategy
which indeed should have been implemented as
a proactive measure by focal retailers (BBC,
2013).

sustainable manner. As testified by the scandals
and can be observed from the conception and
implementation of CSR by organisations, the
fundamental values or motives on which CSR is
based in most cases are in substantial
misalignment with core organisational values. As
mapped by figure 1, incongruence between CSR
values core organisational values can dissipate
the value of intangible assets such as reputation
(Gotsi and Wilson, 2001; and Du et al., 2010).
This is made explicit by the basic orientation
of the prominent CSR approaches. For
example, the instrumental motives of CSR at
the organisational level aim at the fulfilment of
shareholder interests in the short term.
Relational motives driven CSR at organisational
level takes care of stakeholder interests,
legitimation/collective identity in the long term
(Aguilera et al., 2007). Thus CSR based on
instrumental or relational motives can result in
organisations decidedly taking short term
orientation, resorting to unhealthy competition
and placing higher preference on market
performance over societal values even though
the CSR approach selected can have varying
level of impact on such motives. These are the
some of the very reasons which instigate

This study contends that notwithstanding the
power of stakeholders, it is critical that
organisations overcome the flaws in the
conception and implementation of CSR if they
are to enhance the value of intangible assets in a

Figure 1: Reputational Damage Affected Due to CSR and Core Organisational Value
Incongruence
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organisational agents to engage in unethical
behaviour (Dobbson, 2009).

Krammer, 2006). Baron (2001) is the first to coin
the phrase ‘strategic CSR”. The extant literature
reveals that a strategically driven CSR can
generate positive stakeholder attitude and support
behaviours such as purchase, attracting quality
talents and investments, positive effects on
corporate image and reputation, employee
motivation, retention etc. (Sen et al., 2006; Weber,
2008; and Du et al., 2010). Nonetheless, scant
attention is paid to the evolution of strategic CSR
from the perspective of its efficacy in protecting
and enhancing intangible assets in relation to the
evolution of social contract and business ethics.

Besides this the conceptualisation and
implementation of CSR can still be a problem
simply because CSR is outward focussed from
an operational and communication perspective.
What many organisations aim to achieve through
CSR is to enhance corporate identity through
CSR communication (Du et al., 2010). The
central challenge with such efforts however is
exposed by scandals primary through the
presence of socially and environmentally
unsustainable supply chains, effectually damaging
corporate reputation. As consumers engage in
sophisticated attribution process with regard to
the CSR motives of an organisation (Du et al.,
2010) and punish organisations that are identified
as insincere (Becker-Olsen et al., 2006), CSR
undertaken in the present normative manner will
reveal many more of the flaws in the coming
years, irreparably damaging reputation of many
organisations. This is because corporate
reputation is “a stakeholder’s overall evaluation
of a company over time. This evaluation is based
on the stakeholder’s direct experiences with the
company, any form of communication or
symbolism that provides information about the
firm’s actions and or comparison with the actions
of other leading rivals”(Gotsi and Wilson, 2001:
29). Thus when stakeholders could identify that
the core organisational values and CSR values
have substantial dissonance, it has detrimental
implications for corporate reputation.

CSR is resource intensive, especially if it is
strategic opposed to tactical (Porter and
Krammer, 2006; and Bansal et al., 2015). Tactical
CSR is the corporate social activities intended at
enhancing stakeholder relations in the short term.
In short it can be stated that tactical CSR is
undertaken by organisations whose values are
not well developed or mostly devoid of ethicality
pertaining to major decisions. Strategic CSR on
the other hand is the organisational activities that
are resource intense and require long time
periods for its implementation (Connelly et al.,
2010; and Bansal et al., 2015). Further tactical
CSR is easily imitable and reversible, thereby
underscoring the superfluity associated with its
implementation and development of competitive
advantage (Smith et al., 1991).
Nevertheless, elevating CSR to a strategic
level need not necessarily facilitate the
enhancement of the value of intangible assets.
This is primarily due to the organisational reliance
on instrumental, normative or relational approach
in the design and implementation of strategic
CSR, thereby striving to achieve the desires of
the primary stakeholders like shareholders at the
expense of the effective fulfilment of social

As CSR has become indispensable for many
organisations, it became imperative that the
benefits of CSR is capitalised in an optimal
manner (Dong and Lee, 2008). This convinced
many organisations of the pertinence of granting
a strategic orientation to CSR (Porter and
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significance in
implementation.

contract. In addition to this, in the strategising
stage of CSR, even though corporate values and
CSR values are integrated, they can still be
separately identified (Schmeltz, 2014) thus
sending asymmetric information to stakeholders.
The scandals also attest that mere strategic
orientation of CSR initiatives is not enough from
the perspective of enhancing and preserving
intangible assets like corporate identity, corporate
brand and corporate reputation in an optimal
manner.

CSR

conception

and

CSR VALUES AND
CORPORATE VALUES-WHY
THEY SHOULD BE
IDENTICAL
Despite that CSR is fundamentally a value based
concept (Siltaoja, 2006; and Werther and
Chandler, 2006), these values are outward
projected enabling organisations in enhancing
their corporate identity which is also considered
as a value based concept (Balmer et al., 2007;
and Schmeltz, 2014). Contrary to the popular
conception and implementation of CSR which is
aimed at enhancing corporate identity essentially
in lines of promoting an identity which is based
on economic, social and environmental
sustainability, it is inevitable that organisations
must first establish an ethical identity and the
values of which are subsequently shared with and
reinforced through CSR. In other words, this study
contends that the core identity of an organisation
should be ethical to start with. However such a
conceptualisation
and
consequent
implementation of CSR is impossible if
instrumental or relational CSR is given preference
due to institutional expectations. Figure 2 presents
a conceptual framework of ethics driven CSR.

This is because despite the fact that CSR can
be used as an umbrella concept in driving the
economic, social and environment initiatives of
an organisation, CSR cannot inculcate values
internally in an organisation. On the contrary the
internal values must drive CSR initiatives and it
should permeate the entire operations of an
organisation. However scandals invariably point
to the unethical conduct either at the focal
organisation or with the suppliers of the focal
organisation revealing the absence of moral
values. Inferences that can be made here is that
the focal organisation follows business ethics in
its core operations but fails to inculcate ethical
values in the supplier operations or the focal
organisational processes are not ethically driven
(Kleyn et al., 2012). The irreconcilable nature of
instrumental CSR with ethical values becomes
evident in these cases as it ties ethical/moral
business behaviour with profitability thus limiting
the focal organisation from making ethical
investments in the supplier base. Nonetheless,
normative CSR as well fails here as even though
it is philosophically sound, its practical feasibility
is limited (Spitzeck, 2013). Thus even though the
evolution of CSR has clearly evinced that
business ethics is important (Carroll, 1991; and
Dong and Lee, 2008), it was not given the due

Corporate Ethical Identity
Balmer (2001) maintains that corporate identity
is one of the aspects or elements of visual identity
of an organisation. van Riel and Balmer (1997:
341) define corporate identity as “an
organisation’s unique characteristics which are
rooted in the behaviour of members of the
organisation”. Corporate identity in simple terms
refers to the core attributes of an organisation,
its strategy and values. Based on their case study
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Figure 2: Conceptual Framework of an Ethics Driven CSR

identified by certain stakeholders like consumers
(Becker-Olsen et al., 2006; and Du et al., 2010).
Thus value inculcation in the corporate identity is
inevitable so that those values can be later
incorporated in the conceptualisation,
implementation and communication of CSR.
Towards this, business ethics can serve as a
conduit in enabling the various stakeholders to
take appropriate decisions thereby reinforcing the
values in the core organisational functioning.

regarding the development of corporate ethical
identity, (defined as “the set of behaviours,
communications, and stances that are
representative of an organization’s ethical
attitudes and beliefs’’ (Berrone et al., 2007:36),
Kleyn et al. (2012) maintain that in the
development of ethical core, an organisation must
pay attention to the development of trusted
relationships, development and enforcement of
ethical policy and embed organisational
citizenship behaviour. It is critical that the
relationships are guided by ethical values. As
Kleyn et al. (2012) contend, trusted relationship
with the suppliers and employees, who are some
of the main internal and external stakeholders, is
of vital significance as if their decisions are not
ethically guided it can result in ethical misconducts
and consequently scandals, thereby damaging
the value of intangible assets.

Business Ethics
Business ethics is considered as an integral
component of business success (Arjoon, 2005)
and critical aspect of strategic management
process (McManus, 2011) cannot be regarded
as a new concept. Business ethics is probably
as old as business itself (Fleege and Adrian, 2004)
and unethical behaviour has been with humans
since their existence (Trevino and Brown, 2004).
A definition of unethical behaviour is given by KishGephart et al., 2010:2) as “any organizational
member action that violates widely accepted

Fundamentally the dissonance between the
corporate values and CSR values can irreparably
dissipate reputation if such disparities are
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(societal) moral norms’. However ethical decision
making is not simple and is considered as a
complex multi stage process wherein
organisational context accentuates the complexity
(Trevino and Brown, 2004). Ethical decision
making demands that all the organisational
decisions are impregnated with business ethics.
The motive of an organisation is the main
determinant of ethics and if an organisational
action is undertaken merely for the promotion of
self-interest, then it cannot be considered as
virtuous (Aristotle, 1934). Nevertheless, studies
point that public do not expect organisations to
engage in ethical investments which are divorced
from their core strategy. Strahilevitz (2003) based
on a study on 76 undergraduate students at a
public university found that cause- related
marketing undertaken by organisations which are
perceived as ethically neutral benefitted more
when compared with organisations perceived as
unethical or ethical. These findings further imply
that organisations can abstain from undertaking
ethical initiatives unrelated to core strategy.

based ethical investments create the impression
of an ethically neutral organisation which is devoid
of ulterior motives, there by reinforcing corporate
ethical identity (Strahilevitz, 2003; and Du et al.,
2010).

However it can be observed from the CSR
reports of many organisations that many of their
ethical investments are divorced from the core
strategy thus signifying the presence of revealed
or symbolic ethics. For example, Enron won
numerous awards for its CSR (BBC, 2003) but
failed in its duty to its major stakeholders. Such
distractive investments reinforce the argument
that ethical and social investments are
investments without pay off (Friedman, 1970; and
Jensen, 2001). The scandals indeed reveal that
suppliers’ operations require substantial ethical
investments to empower them to share the same
values of the focal organisation. For example,
supplier education on sustainable farming and
supply chain management. Thus core strategy

From the perspective of incorporating
business ethics in the overall operations of an
organisation, the organisation should be deeply
aware of the need to transcend legal
requirements in most cases. However there still
remains lack of consensus as to the selection of
business ethics framework that can guide an
organisation in its day to day business operations
(van De Ven, 2008). The major normative
frameworks of business ethics include
consequentialist framework which maintains that
an action or decision should reckon the benefits
and harm of that to a society, deontological
framework where the emphasis is placed on
justice, rights and rules and virtue ethics where
emphasis is placed on the integrity of the moral

Berrone et al. (2007) conducted an empirical
study on socially responsible investments confirm
that even though revealed ethics has
informational worth and shareholder value, it
cannot enhance shareholder satisfaction like
applied ethics. Applied ethics are the ethical
investments that are in line with the strategic
objectives of an organisation. They add that
revealed ethics which is divorced from core
strategy is not enough to enhance economic
performance. Notwithstanding such arguments,
the scandals recapitulate that when an
organisation embraces revealed or symbolic
ethics, it is highly likely that the ethical values
which permeates the overall operations of an
organisation contradict CSR values it
promulgates thereby making consumers
sceptical of the motives of an organisation.
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ethics have decisive influence on establishing
business ethics in the internal and external
functioning of an organisation (Trevino and Brown,
2004; and Kleyn et al., 2012) and as such in
protecting the value of intangible assets and
fulfilment of social contract.

actors (Trevino and Nelson, 2003). However as
business ethics is intrinsically complex, ambiguity
can be felt by the decision making units. Further,
two frameworks can be conflicting when applied
in the same business situation (Trevino and
Brown, 2004). Towards this, Positive
Organisational Scholarship (POS) suggests
positive deviance befitting diverse cultural and
organisational contexts. Sprieitzer and
Sonenshein (2004:828) define positive deviance
as “intentional behaviours that depart from the
norms of the referent group in honourable ways”.
For example, in the selection of suppliers who
share similar ethical values, an organisation may
have to compromise on short term profits and
thus possible shareholder dissent. Such a
selection can help in enhancing intangible assets
such as reputation and consequently higher
share value thereby the shareholders benefitting
more in the long run (Fombrun, 1996; and Fan,
2005).

Ethical Leadership
Brown et al. (2005) state that recent scandals
raise the critical role leadership plays in the
shaping and establishment of ethical conduct.
They define ethical leadership as “the
demonstration of normatively appropriate conduct
to followers through two way communication,
reinforcement and decision making” (Trevino
et al., 2005: p. 120). As most employees look
outside themselves to significant others for ethical
guidance (Kohlberg, 1969) and further to eliminate
predicament associated with the ethical decision
making units of an organisation, ethical leaders
should be present and accessible (Trevino and
Brown, 2004). Since top managers are concurred
as the primary institutional enabler due to their
ability to effectively manipulate the organisational
environment (Choi and Chang, 2009), their
decisions and actions are highly likely to be
emulated by the employees in organisational
settings (Conger and Kanungo, 1987) thus
entailing significant repercussions with regard to
ethicality in operations associated with each of
their decisions.

Verbose et al. (2007) based on their review of
extant literature on business ethics, positive
organisational scholarship and management
maintain that an ethical organisation is
characterised by ethical practices envisioned and
promoted by authentic leaders, where formal and
informal structures, processes and systems
aligned with ethical principles create a positive
organisational context and ethical awareness
sustains and reinforces ethical culture. Thus
ethical values should be created and
disseminated and in this regard ethical leadership
can play a pivotal role (Trevino and Brown, 2004;
and Schein, 2010). Drawing on institutional theory,
it can be discerned that even though internal
systems, processes and organisational culture
have relevance from the perspective of enhancing
intangible assets, ethical leadership and code of

Leaders can establish values (Zhu et al., 2004;
and Schein, 2010) and they can also destroy it
through collective action of the board rendering
instruments that facilitate ethical decision making
like code of ethics impotent as corroborated by
the case of Enron (Schmitt, 2002). Nevertheless,
leadership can be considered as the pivotal point
in the creation and establishment of values
(Schein, 2010). Wal-Mart carries a lot of the
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original values which Sam Walton maintained and
infused into Wal-Mart’s culture such as
maintenance of integrity at all circumstances
(Bergdahl, 2004). Another leader who changed
the course of an organisation to pursue higher
goals on sustainability is Stuart Rose who
introduced Plan A in Marks and Spencer in 2007.
The Plan not only gave a more sustainable path
of development to M&S but also resurrected its
performance (Butler, 2013).

level of commitment and concern. In short, even
when CSR is not strategic, stakeholders can
identify that the intrinsic and extrinsic values of
CSR are similar thereby forming consistent
impressions regarding organisational reputation
(Gotsi and Wilson, 2001).

Code of Ethics
As organisational decision making takes place at
multiple levels, it is critical that ethics be
embedded in the taken for granted assumptions
that prevail in the culture of an organisation
(Schein, 2010). Further, as ethical decision
making is inherently complex (Trevino and Brown,
2004), to keep the decision making units aware
of the ethical values of an organisation, it can
device a code of ethics (Robertson and Crittenden,
2003; Sims and Brinkmann, 2003; Trevino and
Brown, 2004; and Gilley et al., 2010). A code of
ethics can be defined as a truncated document
which presents the crux of legal and ethical
aspects of conduct required to be followed by all
employees of an organisation under all
circumstances. This when reached consensus
should be effectively communicated and allowed
to be permeated in the broad functioning of an
organisation including that of suppliers, can
become an integral component of its culture
(Trevino and Brown, 2004; and Pendse, 2012)
thereby enabling the decision making units
becoming comfortable in ethical decision making.

From the perspective of enhancing the value
of intangible assets, institutional environment can
act as a bottleneck primarily due to short term
economic orientation. Ethical leadership thus
should first transcend the pressure imposed by
institutional expectations to undertake
instrumental or relational CSR to ethical CSR.
Secondly, ethical leadership should convince the
indispensability to extend the boundaries of ethical
CSR to all the stakeholders including the
suppliers. Supply chains offer significant ethical
dilemmas (Eltanway et al., 2009) and as such
ethical leaders even when promulgating ethical
CSR must ensure that supplier operations are
covered as well. Since the institutional
developments only evolved to a stage where
suppliers were not considered as organisational
members and that only profits from them really
mattered, many ethical leaders were not ready
to inculcate ethical values in the supplier base.
Reckoning the developments in social contract,
ethical leaders must strive to establish business
ethics which transcends the deontological
concerns to one which embraces positive ethical
deviance. This to a considerable extent equips
the business units including that of suppliers self
reliant in ethical decision making. Being in
alignment with ethical values of the focal
organisation, the suppliers would share the same

However it can be noted that most companies
have code of ethics and to transcend the limitation
of being just a code, the code of ethics should
extend beyond the compliance focus. In other
words it should become part of the decision
making process and taken for granted
assumptions of the culture of an organisation
(Schein, 2010). The code of ethics should reflect
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the ever evolving nature deontological ethics, as
many efforts or activities which are considered
discretionary have become ethical and efforts
which are considered as ethical can become legal
in the future (Werther and Chandler, 2006).

accessible to the decision making units of an
organisation (Trevino and Brown, 2004). Further,
it can be inferred that not all values can be
documented and disseminated through code of
ethics as there are certain values which are part
of the taken for granted assumptions of an
organisation, more powerful than the values
presented through the code of ethics, if Schein’s
(2010) culture frame work is applied. Some of
them could be even contradictory to the values
prescribed in the code of ethics. Among other
factors, the dynamic relationship between positive
deviance of code of ethics, ethical leadership and
organisational culture can play a pivotal role in
counteracting those values (Verbose et al., 2007).

Stevens et al. (2005) conducted a survey on
302 financial executives found that financial
executives are more likely to integrate the code
of ethics of their organisation into the strategic
decision process if they perceive pressure from
the market stakeholders such as shareholders,
suppliers, customers, etc., if they believe such
an adoption facilitate the creation of a core ethical
culture and buttress positive external image and
that the code is incorporated into the daily
operations of an organisation through code
training programs. Thus if external pressure is
not perceived or when there is lack of conviction
that code of ethics will be properly implemented
so as to derive value of such implementation, it
is unlikely that the ethical values are integrated in
the strategic decision process. There exists
dynamic relationship between ethical leadership,
code of ethics and other processes in the
reinforcement of ethical values in the ethical
identity of an organisation (Verbose et al., 2007).
This implies that a combined commitment from
different constituents is indispensable in the
establishment of ethical values in corporate
ethical identity. For example, Enron scandal
corroborates that code of ethics even though
present can be hijacked by the board and can
effectually render it impotent to pursue unethical
objectives (Schmitt, 2002).

Code of Ethics-Its Impact on External
Operations and the Consequent Effect on
Corporate Identity
Kleyn et al. (2012) maintain that in the
development of corporate ethical identity, in
addition to the development of ethical core of an
organisation, particular attention should be paid
to external functions. The rationale is that the
manner in which external functions is undertaken
by an organisation enables the different
stakeholders of it in attributing impressions leading
to the creation of corporate identity and
subsequently corporate reputation (Abratt and
Kleyn, 2012). Thus if an organisation undertakes
CSR without paying the requisite attention to
external functions such as procurement
contracting, it may result in the recruitment of
unethical suppliers. This clearly signifies
incongruence between the CSR communicated
values and procurement functions, consequently
prompting the stakeholder to attribute external and
ulterior motives associated with CSR. Such
incongruence refrain the stakeholders from
making positive inferences about corporate

Ambiguity with decision making may still be
present even when code of ethics is well defined
and executed due to the influence of context and
culture induced complexity and this is why it is
argued that ethical leadership should be
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identity as well (Fein and Hilton, 1994). Kleyn
et al. (2012) argue that in addition to procurement
contracting, provision of information and
procurement administration are also critical
significance in creating the right kind of corporate
ethical identity.

the CSR values and core values of the
organisation as evidenced through the internal
and external operations were highly incongruent.
Absence of code of ethics or value systems
and effective control and monitoring systems that
prevent or eliminate ethical misconduct in the
supplier base can cause irreparable damage to
the focal organisation as testified by the scandals.
The focal organisation should continually strive
to establish and reinforce its ethical values in its
entire operations including that of suppliers. In this
regard, supplier education may be needed and
also the provision of other resources enabling
them to inculcate code of ethics in their
functioning. This is where the significance of
strategic CSR becomes apparent. With a
strategic orientation to CSR, an organisation is
in a better position to pay attention to the
sustainability issues of suppliers and take action
in a progressive manner thereby mitigating
possibility for scandals. This is how CSR can
transcend the merely strategic perspective and
tackle consumer scepticism regarding the profit
motives of CSR (van de Ven, 2008).

This requires organisations to go beyond the
institutionalised expectations particularly the short
term economic rationale and coercive and
mimetic isomorphism. Suppliers should be
educated on the code of ethics of the focal
organization and supported on other aspects
such as the responsibility to enhance
sustainability credentials on an ongoing basis.
Nevertheless, history is replete with the
organisational activities which disdain ethical
investment that can help better in the creation of
sustainable corporate identity to invest in
superfluous corporate identity communications.
The 2010 Gulf of Mexico oil spill of BP reveals
an appalling ethical misconduct from the
company. BP has a history of spills and safety
lapses before the Gulf of Mexico spills (Mouawad,
2010), but it did not seem to consider such lapses
as ethical misconduct or serious sustainability
concerns. Moreover, BP had been undertaking
campaigns with a tagline “beyond petroleum”
delineating its commitment to alternative fuels
(The Guardian, 2008) and had been spending
millions of dollars on enhancing its corporate
identity (Melewar and Wooldridge, 2001) following
the green bandwagon among other efforts.
However it failed to ensure that its supplier
facilities or systems are intact even after repeated
history of spills and there are also accusations
from some suppliers that BP had played down
their warnings (Carrington, 2010), implying that
supplier concerns were not paid the attention it
merited. BP’s CSR efforts were clearly facile as

Conception and Implementation of CSR
Based on Corporate Ethical Values
As developments in CSR and corporate values
do not take place in a parallel manner, a
transformative change in the approach to CSR
may needed to be undertaken once an
organisation establishes corporate ethical
identity. This indeed places it in an optimal position
to conceive CSR in lines with the corporate ethical
values by incorporating those values in CSR.
However such a conception can be seriously
crippled if instrumental, relational or normative
CSR approaches which have isomorphic
influence in CSR conceptualisation and
implementation are adopted. As testified by the
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Plan A of Marks and Spencer, an ethical leader by
garnering the required consensus should be able
to adopt and implement an ethics driven CSR
strategy which shares identical values with core
corporate values. From this vantage position an
organisation can undertake communication that
enhances the value of the intangible assets.

are implicitly perceived by consumers through
additional value specific communication. For
example, Apple Inc. might be able to relate better
to consumers through the deployment of an
advertisement which depicts innovative customer
experience as the past performance of the
company has already created such a perception.
In other words, corporate branding helps in the
reinforcement of certain aspects of corporate
identity such as ideal identity which better drives
value creation through reinforcement of corporate
brand and reputation (Abratt and Kleyn, 2012).

Leveraging Corporate Ethical Identity
With the core ethical values of an organisation
being shared in its entire operations, an
organisation is in a position to leverage ethical
identity through explicit communication
associated with corporate branding. Abratt and
Kleyn (2008) maintain that corporate identity
forms the basis of corporate brand and corporate
reputation.

Ethical brand positioning can help not only with
differentiating a company from its competition,
but can also help in eliminating consumer
scepticism and cynicism with branding
communication in particular (Fan, 2005) and CSR
communication in general. However a value
based branding can raise consumer expectations
regarding ethical standards in the core business
activities of an organisation (Kay, 2006). Even
though this can help in the creation of consumercorporation value fit, it runs the risk of severe
backlash if there is visible violation of this by the
organisation (Bhattacharya and Sen, 2003).
These concerns to a considerable extent can be
overcome when an ethics driven strategy is
undertaken as there is minimal or no disparity
between what is communicated through the
various communications mechanisms such as
CSR and brand communication and actual
internal and external operations of an
organisation.

Corporate Brand
Stakeholders can never interact with ethical
identity in its entirety and through the articulation
of a set of values that covers the entire
organisation, corporate branding acts a visual,
verbal and behavioural expression of the unique
business model of an organisation (van Riel and
Balmer, 1997; and Knox and Bickerton, 2003).
When corporate brand values are derived from
corporate ethical identity, it can me mentioned
that corporate ethical brand is born. It is through
interacting with certain aspects of corporate
identity that stakeholders build perceptions of
corporate brand (Abbratt and Kleyn, 2012). One
of the basic qualities of a strategic resource,
imperfect imitability (Barney, 1991), is a natural
corollary of undertaking a genuine corporate
branding as the processes associated with the
creation of such a corporate brand are complex
and system specific.

Corporate Reputation
Corporate reputation is defined by Barnett et al.
(2006) as the collective judgements of an
organisation by its stakeholders which are based
on the economic, social and environmental

In simple terms, it can be stated that corporate
branding helps in the reinforcement of values that
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performance of it overtime. Previous literature
clearly indicates that reputation is an invaluable
intangible asset with a hard to duplicate aspect
to it and therefore considered to have the potential
to contribute towards an organisation’s efforts in
the direction of sustainable competitive advantage
(Fombrun and Shanley, 1990; Fombrun and Riel,
1997; Drejer, 2000; and Fan, 2005). It is also
observed that corporate reputation can have a
positive impact on the market share of an
organisation and eventually its stock market value
(Roberts and Dowling, 2002; and Fan, 2005). It
also enables access to cheap capital (Beatty and
Ritter, 1986). Reputation is also observed to
improve employee morale, productivity, attracting
talented human capital as well as the retention of
employees (Garbett, 1988; and Turban and Cable,
2003).

instrumental, relational and normative CSR
approaches are transcended and thereby achieve
congruence between CSR values and corporate
values, positions intangible assets and the values
they represent in an optimal alignment with the
evolving social contract values. This ideal position
leverages the value of intangible assets
significantly better the competition whose CSR
is driven by mere institutional and economic
expectations.

DISCUSSION AND
IMPLICATIONS
Enhancing the value of intangible assets poses
a real challenge to organisations in a business
environment where explicit communication aimed
at explicating the integrity of operations can be
viewed with cynicism. Buckled down with the
imperativeness of fulfilling nebulous social
contract, the normative, relational and
instrumental CSR approaches historically heavily
relied on by organisations in this regard, are
proving to be increasingly inefficacious. This study
posits that an ethics driven CSR can not only
enable an organisation in the fulfilment of social
contract but can also contribute towards the
enhancement of ethical intangible assets like
corporate reputation in line with the evolving nature
of social contract and business ethics. The
analysis revealed a number of theoretical and
practical implications for the management of
business ethics from the perspective of redundant
nature of normative (present) CSR approaches
and the indispensability to transcend institutional
pressures to implement an ethics driven CSR
leading to the sustained enhancement of ethical
intangible assets and fulfilment of social contract.

As reputation is basically the result of past
performance of an organisation, it is considered
as a solution for asymmetric information
pertaining to it. This is because when faced with
a lack of information regarding products of an
organisation or the initiatives it undertakes,
stakeholders rely on reputation to judge the quality
of products or the real intentions behind the
initiatives (Schnietz and Epstein, 2005). Armed
with an ethics driven CSR strategy, an
organisation can ensure that asymmetric
information regarding ethical intangible assets like
corporate identity, corporate brand and reputation
is kept at the minimum possible level
consequently enhancing their value.
Further as social contract is ever evolving, the
mechanisms to fulfil it such as CSR, if fail to match
up with the evolving expectations, even though
helps in the maintenance of the value of intangible
assets, can be less effective in enhancing their
value. As ethics driven CSR requires that the

Implications for Theory
Theoretical developments associated with CSR
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conception and implementation require watershed
changes as they are found as incapable of
advising organisations in conceiving and
implementing CSR in a manner enabling the
achievement of an amorphous social contract.
This study extended the theoretical understanding
by delineating the counterproductive outcomes
of following the prominent approaches to CSR
namely instrumental, relational or normative. The
primary line of argument this study makes is that
succumbing to institutional and isomorphic
pressures can prompt organisations to undertake
a short term and individualistic orientation to CSR
implementation. This tactical or strategic
approach to CSR even though to an extent helps
in the fulfilment of social contract, cannot insulate
an organisation from ethical misconducts and as
such protect and enhance the value of intangible
assets.

institutional expectations are met without
compromising on the enhancement of the value
of intangible assets and fulfilment of social
contract.
Contrary to the popular method of conceiving
CSR values which are not identical with
corporate values, the imperativeness for the
establishment of ethical values in the core identity
of an organisation and incorporate those in the
conception and implementation of CSR is
promulgated by this study. Relying on the
seminal work of Du et al. (2010), this study
claims that incongruence between corporate
values and CSR values can inflict irreparable
damages to intangible assets like reputation and
as such the present CSR approaches may fail
in the optimal enhancement of ethical intangible
assets even when CSR is strategically oriented.
This study in particular analysed the role of
ethical leadership, code of ethics and positive
ethical deviance in the establishment of
corporate ethical identity. It also examined the
need to incorporate the focal organisation ethical
values in the entire external operations which
covers the suppliers as suggested by the
framework of Kleyn et al. (2012). This study
extends their framework explaining the
development of corporate ethical identity in the
conception and implementation of CSR which
then can facilitate stakeholders in making
positive attributions to CSR motives.

Consistent with the argument that normative
CSR although has philosophically and
deontological soundness but practical feasibility
(Spitzeck, 2013) in an evolving business ethics
environment, this study promotes a new way of
incorporating business ethics in CSR
conception and implementation. The study
attests that even though the accumulated
theoretical contributions evince the prominent
role of business ethics in decision making, it
failed to proceed in convincing the inevitability
of incorporating business ethics in the entire
business operations of an organisation.
Business ethics at best is limited to the
immediate operations of organisations due to
institutional pressures, and scandals exposed
the dissonance between what an organisation
does and communicates through instruments
like CSR. The theoretical developments in short
could not inform an ideal way through which the

By drawing on the institutional theory and by
highlighting the drawbacks of prominent
approaches to CSR in fulfilling social contract in
an evolving business environment, an ethics
driven CSR is proposed by this study. An ethics
driven CSR can be defined as a CSR which
shares identical values with the core ethical
identity thereby enabling stakeholders in forming
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inferences which are synonyms with CSR
communication objectives.

Focus on ethical investments that correspond
to the core organisational strategy is one of the
major outcomes of an ethics driven CSR.
Previous studies even though maintained that
ethical investments unrelated to core strategy
can be less effective (Strahilevitz, 2003), the need
to invest in the development of suppliers is
highlighted by this study as a means to protect
intangible assets.

Implications for Practice
The evolution of business environment poses
significant challenges to the efficacy of normative
CSR practices shaped by institutional
expectations. Further, the evolution of business
ethics is not given due significance in the present
CSR practices and business functioning, leaving
critical aperture in protection and enhancement
of the value of intangible assets and fulfilment of
social contract. Based on the analysis of the
present CSR practices along with the
developments in business environment and
recent scandals, this study could highlight areas
that have significant managerial implications from
the perspective of enhancement of intangible
assets.

FUTURE RESEARCH
Through positing an ethics driven CSR, this study
has offered an alternative view of CSR. However
there could be a number of challenges which
organisations face in the conception and
implementation of the approach prescribed by this
study. Future empirical studies should address
the challenges which an organisation faces in the
implementation of ethical values of an
organisation in the supplier bases. More
specifically, the influence of economic,
institutional and isomorphic factors in supplier
selection and supplier sustainability management
should be unravelled to contribute towards theory
development and management practice. Besides
this an area of future research interest can be to
identify the influence of corporate values on the
design and establishment of CSR strategy or
ethics driven CSR strategy and the relative
significance of actors and instruments such as
ethical leaders, employees, code of ethics, etc.

Since an ethics driven CSR requires a
fundamental change from the present ways of
CSR conception and implementation, the study
contends that ethical leadership is of substantial
significance. An ethical leader should first
conceive the ethical values that should represent
the ethical identity and implement those in the
core organisational as well as external operations
with the aid of code of ethics. He/she then should
be able to convince stakeholders of the economic
rationale behind the need to transcend the present
relational, instrumental or normative approaches
to CSR by delineating their ineffectiveness from
the perspective of protecting the value of intangible
assets and fulfilment of social contract in an
evolving business ethics environment. Further,
inadddition to granting strategic significance to
CSR, the ethical leader should ensure that CSR
values are identical with core corporate values
leading to the reinforcement of corporate ethical
identity and reputation by the stakeholders.

This study has highlighted the role of ethical
leadership in the conception and implementation
of an ethics driven CSR. However in an
institutionalised context, they might be facing
significant challenges particularly concerning the
potential of new approaches like the one this
study suggested in boosting economic
performance. An avenue for future research can
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be to identify the relative significance of various
institutional factors which prevent or hinder the
implementation of an ethics driven CSR.

conception and implementation of CSR resulting
in minimal or no disparity between what an
organisation communicates and performs.
Further as ethics driven CSR demand an
organisation to transcend the narrow economic
rationale to undertake CSR to wider societal
concerns, not by making social and ethical
investments divorced from the strategy, but
through ethical investments that facilitates the
achievement of CSR strategy such as education
of suppliers on sustainability and inculcation of
ethical values on entire operations, protects and
enhances the value of intangible assets and fulfils
social contract.

Finally this study mentioned the need to
establish business ethics first in the core
operations of an organisation and then proceed
towards the conception and implementation of
an ethics driven CSR. However practically such
a plan can be extremely challenging, although not
impossible, due to the presence of an already
rolled out CSR. Future studies can probe the
challenges an organisation faces in integrating
an ethics driven CSR to the existing CSR.

CONCLUSION

As ethics driven CSR require fundamental
changes in the way CSR is conceived and
implemented, it entails massive practical
challenges. Only an ethical leader can surmount
the challenges posed by institutional and
isomorphic factors to proceed to the various
stages associated with the implementation of an
ethics driven CSR. Nevertheless, in a scandal
thronged business environment, an ethics driven
CSR is the ideal way through which both
enhancement of intangible assets and fulfilment
of social contract can be achieved.

Drawing on the limitations of the present CSR
approaches in the fulfilment of social contract,
the author posits an ethics driven CSR approach
that not only facilitates the achievement of social
contract but also in the enhancement of ethical
intangible assets such as corporate ethical
identity, corporate brand and corporate
reputation. Based on the analysis of scandals,
this study maintains that prominence given to
boosting short term profits due to institutional
pressure can engender the appreciation of
intangible assets and even worse can prompt
agents and organisational members to engage
in unethical behaviour.

REFERENCES
1. Abratt R and Kleyn N (2012), “Corporate
Identity, Corporate Branding and Corporate
Reputations, Reconciliation and Integration”,
European Journal of Marketing, Vol. 46,
Nos. 7/8, pp. 1048-1063.

Theoretically extending the present CSR
approaches, a fundamental change in the
conception and implementation of CSR is
promulgated by this study. The study contends
that the incongruence of CSR values and
corporate values being one of the reasons behind
the stakeholders attributing ulterior motives to
CSR should first establish corporate ethical
identity. The corporate ethical values thus
established should be incorporated in the

2. Aguilera R V, Rupp D E, Williams C A and
Ganapathi J (2007), “Putting the S Back in
Corporate Social Responsibility: A Multilevel
Theory of Social Change in Organisations”,
Academy of Management Review, Vol. 32,
No. 3, pp. 836-863.

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
73

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

3. Aristotle (1934), Nicomachean Ethics, Trans.
H. Racham, Harvard University Press,
Cambridge, MA.

Pricing of Initial Public Offerings”, Journal of
Financial Economics, Vol. 15, pp. 213-232.
13. Becker-Olsen K L, Cudmore B A and Hill R
P (2006), “The Impact of Perceived
Corporate Social Responsibility on
Consumer Behaviour”, Journal of Business
Research, Vol. 59, pp. 46-53.

4. Arjoon S (2005), “Corporate Governance: An
Ethical Perspective”, Journal of Business
Ethics, Vol. 61, No. 4, pp. 343-352.
5. Ashforth B E and Gibbs B W (1990), “The
Double Edge of Organisational
Legitimation”, Organisation Science, Vol. 1,
No. 2, pp. 177-194.

14. Bergdahl M (2004), What I Learned from
Sam Walton: How to Compete and Thrive
in a Wal-Mart World, John Wiley and Sons,
Hoboken, New Jersey.

6. Balmer J M T, Fukukawa K and Gray E R
(2007), “The Nature and Management of
Ethical Corporate Identity, Corporate Social
Responsibility and Ethics”, Journal of
Business Ethics, Vol. 76, No. 1, pp. 7-15.

15. Berrone P, Surroca J and Tribo J A (2007),
“Corporate Ethical Identity as a Determinant
of Firm Performance: A Test of Mediating
Role of Stakeholder Satisfaction”, Journal of
Business Ethics, Vol. 76, pp. 35-53.

7. Bansal P, Jiang G F and Jung J C (2015),
“Managing Responsibly in Tough Economic
Times: Strategic and Tactical CSR During
the 2008-2009 Global Recession”, Long
Range Planning, Vol. 48, pp. 69-79.

16. Bhattacharya C B and Sen S (2003),
“Consumer-Company Identification: A
Framework for Understanding Consumers’
Relationships with Companies”, Journal of

8. Barney J (1991), “Firm Resources and
Sustained Competitive Advantage”, Journal
of Management, Vol. 17, No. 1, pp. 99-120.

Marketing, Vol. 67, pp. 76-88.

9. BBC (2012), “Apple Publishes Supplier
Details for the First Time”, available at <http:/
/ w w w. b b c . c o . u k / n e w s / b u s i n e s s 16570765>(Accessed on 8th February 2015).

17. Blair M M and Wallman S M H (2000),
Unseen Wealth: Report of the Brookings
Taskforce on Understanding Intangible
Sources of Value, The Brookings Institution
Press, Washington, DC.

10. BBC (2003), “Do Firms Really Need a Social
Policy?”, available at <http://news.bbc.co.uk/
1/hi/business/6102108.stm> (Accessed on
28th June 2015).

18. Branco M C and Rodrigues L L (2006),
“Corporate Social Responsibility and
Resource Based Perspectives”, Journal of
Business Ethics, Vol. 69, pp. 111-132.

11. BBC (2013), “Horse Meat Scandal: Tesco
Reveals 60% Content in Dish”, available at
<http://www.bbc.co.uk/news/uk-21418342>
(Accessed on: 12th January 2015).

19. Brown M E, Trevino L K and Harrison D A
(2005), “Ethical Leadership: A Social
Learning Perspective for Construct
Development and Testing”, Organisational
Behaviour and Human Decision Processes,
Vol. 97, pp. 117-134.

12. Beatty R P and Ritter J R (1986), “Investment,
Ranking and Reputation and the Under-

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
74

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

20. Buchnan A (1996), “Toward a Theory of Ethics
of Bureaucratic Organisations”, Business
Ethics Quarterly, Vol. 6, pp. 419-440.

Drummers: The Influence of Institutional
Owners on Competitive Actions”, Academy
of Management Journal, Vol. 53, No. 4,
pp. 723-742.

21. Butler S (2013), “Plan A Integral to Rebirth of
Marks and Spencer, Says CEO”, The
Guardian (Online) available at <http://
www.theguardian.com/business/2013/jul/
07/plan-a-integral-rebirth-marks-spencer>
(Accessed on: 9th February 2015).

28. DiMaggio P J and Powell W W (1991), The
New Institutionalism in Organisational
Analysis, University of Chicago Press,
Chicago, IL.
29. Dobson J (2009), “Alasdair Macintyre’s
Aristotelian Business Ethics: A Critique”,
Journal of Business Ethics, Vol. 86,
pp. 43-50.

22. Byerly R T (2013), “Business in Society: The
Social Contract Revisited”, Journal of
Organisational Transformation and Social
Change, Vol. 10, No. 1, pp. 4-20.

30. Dong M and Lee P (2008), “A Review of the
Theories of Corporate Social Responsibility:
Its Evolutionary Path and the Road Ahead”,
International Journal of Management
Reviews, Vol. 10, No. 1, pp. 53-73.

23. Carrington D (2010), “BP Oil Spill Report:
The Deep Water Horizon Blame Game”, The
Guardian (Online) available at <http://
www.theguardian.com/environment/blog/
2010/sep/08/bp-oil-spill-report-deepwaterhorizon-blame-game> (Accessed on: 14th
January 2015).

31. Drejer A (2000), “Organisational Learning
and Competence Development”, The
Learning Organisation, Vol. 7, No. 4,
pp. 206-220.

24. Carroll A (1991), “The Pyramid of Corporate
Social Responsibility: Toward the Moral
Management
of
Organisational
Stakeholders”, Business Horizons, Vol. 34,
No. 4, pp. 39-48.

32. Du S, Bhattacharya C B and Sens S (2010),
“Maximising Business Returns to Corporate
Social Responsibility (CSR): The Role of
Corporate Communication”, International
Journal of Management Reviews, Vol. 12,
No. 1, pp. 8-19.

25. Choi J N and Chang J Y (2009), “Innovation
Implementation in the Public Sector: An
Integration of Institutional and Collective
Dynamics”, Journal of Applied Psychology,
Vol. 94, pp. 245-253.

33. Eltanway R A, Fox G L and Guinipero L
(2009), “Supply Management Ethical
Responsibility:
Reputation
and
Performance Impacts”, Supply Chain
Management: An International Journal,
Vol. 14, No. 2, pp. 99-108.

26. Conger J A and Kanungo R N (1987),
“Toward a Behavioural Theory of
Charismatic Leadership in Organisational
Settings”, Academy of Management Review,
Vol. 12, No. 4, pp. 637-647.

34. Fan Y (2005), “Ethical Branding and
Corporate Reputation”, Corporate
Communication: An International Journal,
Vol. 10, No. 4, pp. 341-350.

27. Connelly B L, Tihanyi L and Hitt M A (2010),
“Marching to the Beat of Different

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
75

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

35. Fein S and Hilton J L (1994), “Judging Others
in the Shadow of Suspicion”, Motivation and
Emotion, Vol. 18, pp. 167-198.

45. Guglielmo C (2013), “Apple’s Supplier Labour
Practices in China Scrutinised After
Foxconn, Pegatron Reviews”, available at
< h t t p : / / www. f o r b e s . c o m / s i t e s /
connieguglielmo/2013/12/12/apples-laborpr act ices-in-china- scr utinized-af terfoxconn-pegatron-reviewed/> (Accessed
on: 3rd February 2015).

36. Fleege E and Adrian E (2004), “The
Implementation of Corporate Ethics: A
Comparative Study Between Motorola and
Ericsson”, UW-L Journal of Undergraduate
Research, Vol. 7, pp. 1-9.

46. Heath J (2009), “The Uses and Abuses of
Agency Theory”, Business Ethics Quarterly,
Vol. 19, No. 4, pp. 497-528.

37. Fombrun C (1996), Reputation: Realising
Value from the Corporate Image, Harvard
Business School Press, Boston.

47. Jensen M C (2001), “Value Maximisation,
Stakeholder Theory and the Corporate
Objective Function”, Journal of Applied
Corporate Finance, Vol. 14, No. 3, pp. 2-8.

38. Fombrun C and Foss C (2004), “Business
Ethics: Corporate Responses to Scandal”,
Corporate Reputation Review, Vol. 7, No. 3,
pp. 284-288.

48. Kay M J (2006), “Strong Brands and
Corporate Brands”, European Journal of
Marketing, Vol. 40, Nos. 7/8, pp. 740-760.

39. Fombrun C J and Riel C V (1997), “The
Reputational Landscape”, Corporate
Reputation Review, Vol. 1, No. 1, pp. 5-13.

49. Kish-Gephart J J, Harrison D A and Trevino
L K (2010), “Bad Apples, Bad Case and Bad
Barrels: Meta-Analytic Evidence about
Sources of Unethical Decisions at Work”,
Journal of Applied Psychology, Vol. 95,
No. 1, pp. 1-31.

40. Fombrun C J and Shanley M (1990), “Whats
in a Name? Reputation Building and
Corporate Strategy”, Academy of
Management Journal, Vol. 33, No. 2,
pp. 233-258.
41. Friedman M (1970), “The Social
Responsibility of Business is to Increase its
Profits”, New York Times Magazine,
September 13.

50. Kleyn N, Abratt R, Chipp K and Goldman M
(2012), “Building a Strong Corporate Ethical
Identity: Key Findings from Suppliers”,
California Management Review, Vol. 54,
No. 3, pp. 61-76.

42. Garbett T (1988), How to Build a
Corporation’s Identity and Project its Image,
DC Heath, Lexington, Massachusetts.

51. Knox S and Bickerton D (2003), “The Six
Conventions of Corporate Branding”,
European Journal of Marketing, Vol. 37,
Nos. 7/8, pp. 998-1016.

43. Gilley K M, Robertson C J and Mazur T C
(2010), “The Bottom Line Benefits of Ethics
Code Commitment”, Business Horizons,
Vol. 53, pp. 31-37.

52. Kohlberg L (1969), “State and Sequence: The
Cognitive Development Approach to
Socialisation”, in D Goslin (Ed.), Handbook
of Socialisation Theory and Research, Rand
McNally, Chicago.

44. Gotsi M and Wilson A (2001), “Corporate
Reputation: Seeking a Definition”, Corporate
Communications, Vol. 6, No. 1, pp. 24-30.

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
76

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

Participation in Society”, Business Ethics
Quarterly, Vol. 15, pp. 427-451.

53. Laffont J J and Martimort D (2002), The
Theory of Incentives: The Principal Agent
Model, Princeton University Press, New
Jersey.

61. Mouawad J (2010), “For BP, a History of
Spills and Safety Lapses”, The New York
Times (Online) available at <http://
www.nytimes.com/2010/05/09/business/
09bp.html?_r=0> (Accessed: 10th February
2015).

54. Matten D and Moon J (2008), “Implicit” and
“Explicit” CSR: A Conceptual Framework for
Comparative Understanding of Corporate
Social Responsibility”, Academy of
Management Review, Vol. 33, No. 2,
pp. 404-424.

62. Moura-Leite R C and Padgett R C (2011),
“Historical Background of Corporate Social
Responsibility”, Social Responsibility
Journal, Vol. 7, No. 4, pp. 528-539.

55. McManus J (2011), “Revisiting Ethics in
Strategic Management”, Corporate
Governance, Vol. 11, No. 2, pp. 214-223.

63. Nigel M (2003), “Authentic Not Cosmetic:
CSR as Brand Enhancement”, The Journal
of Brand Management, Vol. 10, No. 4,
pp. 353-361.

56. Melevar T C, Gambetti R C and Martinm K
D (2014), “Special Issue On: Managing
Ethical Intangible Assets: Enhancing
Corporate Identity, Corporate Brand and
Corporate Reputation to Fulfil the Social
Contract”, Business Ethics Quarterly,
pp. 310-312.

64. Nisen M (2013), “How Nike Solved its
Sweatshop Problem”, Business Insider
(Online) available at < http://
www.businessinsider.com/how-nike-solvedits-sweatshop-problem-2013-5> (Accessed
on 23rd January 2015).

57. Melewar T C and Wooldridge A (2001), “The
Dynamics of Corporate Identity: A Review of
a Process Model”, Journal of
Communication Management, Vol. 5,
pp. 327-340.

65. Norman W and MacDonald C (2004),
“Getting to the Bottom of Triple Bottom Line”,
Business Ethics Quarterly, Vol. 14, No. 2,
pp. 243-262.

58. Melo T and Garrido-Morgado A (2012),
“Corporate Reputation: A Combination of
Social Responsibility and Industry”,
Corporate Social Responsibility and
Environmental Management, Vol. 19,
pp. 11-31.

66. OECD (2006), “Creating Value from
Intangible Assets”, available at < http://
www.oecd.org/sti/inno/36701575.pdf>
(Accessed on 14th June 2015).

59. Meyer J W and Rowan B (1977),
“Institutionalised Organisations”, American
Journal of Sociology, Vol. 83, pp. 340-363.

67. Orlitzky M, Schmidt F L and Rynes S L
(2003), “Corporate Social and Financial
Performance: A Meta Analysis”, Organisation
Studies, Vol. 24, pp. 403-441.

60. Moon J, Crane A and Matten D (2005), “Can
Corporations be Citizens? Corporate
Citizenship as a Metaphor for Business

68. Pendse S G (2012), “Ethical Hazards: A
Motive, Means and Opportunity Approach to
Curbing Corporate Ethical Behaviour”,

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
77

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

Journal of Business Ethics, Vol. 107,
pp. 265-279.

76. Sen S, Bhattacharya C B and Korschum D
(2006), “The Role of Corporate Social
Responsibility in Strengthening Multiple
Stakeholder Relationships: A Field
Experiment”, Journal of Academy of
Marketing Science, Vol. 34, pp. 158-166.

69. Porter M E and Kramer R M (2006), “Strategy
and Society: The Link Between Competitive
Advantage and Corporate Social
Responsibility”, Harvard Business Review,
Vol. 84, No. 12, pp. 56-68.

77. Serfas S (2015), “Empirical Analysis of the
Relevance of Intangible Assets in IFRS
Balance Sheets of European Companies”,
International Journal of Management Cases,
October, pp. 208-220.

70. Roberts P W and Dowling G R (2002),
“Corporate Reputation and Sustained
Su per i or Fina nci al Per f or m ance ” ,
Strategic Management Journal, Vol. 23,
pp. 1077-1093.

78. Siltaoja E M (2006), “Value Priorities as
Combining Core Factors Between CSR and
Reputation—A Qualitative Study”, Journal of
Business Ethics, Vol. 38, pp. 91-111.

71. Robertson C J and Crittenden W F (2003),
“Mapping Moral Philosophies: Strategic
Implications for Multinational Firms”,
Strategic Management Journal, Vol. 24,
No. 4, pp. 385-392.

79. Sims R and Brinkmann J (2003), “Enron
Ethics (or: Culture Matters More than
Codes)”, Journal of Business Ethics, Vol. 45,
No. 3, pp. 385-392.

72. Sacconi L (2006), “A Social Contract
Account for CSR as an Extended Model of
Corporate Governance (1): Rational
Bargaining and Justification”, Journal of
Business Ethics, Vol. 68, pp. 259-281.

80. Soltani B (2014), “The Anatomy of Corporate
Fraud: A Comparative Analysis of High Profile
American and European Corporate
Scandals”, Journal of Business Ethics,
Vol. 120, pp. 251-274.

73. Schein E H (2010), Organisational Culture
and Leadership, John Wiley and Sons,
California.

81. Spitzeck H (2013), Normative versus
Instrumental
Corporate
Social
Responsibility, in S O Idowu, N Capaldi, L
Zu and A D Gupta (Eds.), Encyclopedia of
Corporate Social Responsibility, SpringerVerlag, pp. 1768-1770, Berlin Heidelberg.

74. Schmeltz L (2014), “Identical or Just
Compatible? The Utility of Corporate Values
in Communicating Corporate Social
Responsibility”, International Journal of
Business Communication, Vol. 51, No. 3,
pp. 234-258.

82. Spreitzer G M and Sonenshein S (2004),
“Toward the Construct Definition of Positive
Deviance”, American Behavioural Scientist,
Vol. 47, No. 6, pp. 828-847.

75. Schmitt R B (2002), “Firms Add Ethics
Training, But Can it be Effective?”, The Wall
Street Journal (Online) available at <http://
ww w. ws j . c o m / a r t i c l e s / S B 1 0 3 6 3 5 4 0
25605220948> (Accessed on: 13th March
2015).

83. Strahilevitz M A (2003), “The Effects of Prior
Impression of a Firm’s on the Success of
Cause Related Marketing Campaign: Do the

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
78

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

91. Verbose A M, Gerard J A, Forshey P R,
Harding C S and Miller J S (2007), “The
Positive Ethical Organisation: Enacting a
Living Code of Ethics and Ethical
Organisational Identity”, Journal of Business
Ethics, Vol. 76, pp. 17-33.

Good Look Better While the Bad Look
Worse?”, Journal of Nonprofit and Public
Sector Marketing, Vol. 11, No. 1, pp. 77-92.
84. Stevens J M, Steensma H K, Harrison D A
and Cochran P L (2005), “Symbolic or
Substantive Document? The Influence of
Ethics Codes on Financial Executives’
Decisions”, Strategic Management Journal,
Vol. 26, pp. 181-195.

92. Walsh B (2010), “Could the BP Oil Spill Help
the US to Get Beyond Petroleum”, Time
(Online)
available
at
<http://
science.time.com/2010/06/14/could-the-bpoil-spill-help-the-u-s-get-beyond-petroleum/
> (Accessed on: 21st June 2015).

85. The Guardian (2008), “Greenwash: BP and
the Myth of a World Beyond Petroleum”,
available at <http://www.theguardian.com/
environment/2008/nov/20/fossilfuelsenergy>(Accessed on: 10th February 2015).

93. Wearden G (2014), “£2 bn Wiped Off
Tesco’s Value as Profit Overstating Scandal
Sends Shares Sliding-as it Happened”, The
Guardian (Online) available at <http://
www.theguardian.com/business/live/2014/
sep/22/tesco-launches-inquiry-af teroverstating-profit-forecasts-by-250mbusiness-live> (Accessed on 5th February
2015).

86. Trevino L K and Brown M E (2004),
“Managing to be Ethical: Debunking Five
Business Ethics Myths”, Academy of
Management Executive, Vol. 18, No. 2,
pp. 69-81.
87. Trevino L K and Nelson K (2003), Managing
Business Ethics: Straight Talk About How
to Do it Right, 3rd Edition, John Wiley and
Sons, Inc., New York Wiley.

94. Weber M (2008), “The Business Case for
Corporate Social Responsibility: A Company
Level Approach Measurement for CSR”,
European Management Journal, Vol. 26,
pp. 247-261.

88. Turban D B and Cable D M (2003), “Firm
Reputation
and
Applicant
Pool
Characteristics”, Journal of Organisational
Behaviour, Vol. 24, No. 6, pp. 733-751.

95. Werther Jr. W B and Chandler D B (2005),
Strategic Corporate Social Responsibility:
Stakeholders in a Global Environment, Sage
Publications, Thousand Oaks, California.

89. van De Ven B (2008), “An Ethical Framework
for the Marketing of Corporate Social
Responsibility”, Journal of Business Ethics,
Vol. 82, No. 2, pp. 339-352.

96. World Business Council for Sustainable
Development (1999), Corporate Social
Responsibility: Meeting Changing
Expectations, Geneva, Conches.

90. van Reil C B N and Balmer J M T (1997),
“Corporate Identity: The Concept, its
Measurement and Management”, European
Journal of Marketing, Vol. 31, Nos. 5/6,
pp. 340- 355.

97. Zeghal D (2000), “New Assets for the New
Economy”, Financial Management Institute
Journal, Vol. 11, No. 2, pp. 35-40.

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
79

Int. J. Mgmt Res. & Bus. Strat. 2016

Kishore Kumar Krishnan Kutty, 2016

98. Zeghal D and Maaloul A (2011), “The
Accounting Treatment of Intangibles—A
Critical Review of the Literature”, Accounting
Forum, Vol. 35, pp. 262-274.

Employee Outcomes: The Roles of
Psychological Empowerment
and
Authenticity”, Journal of Leadership and
Organisational Studies, Vol. 11, No. 1,
pp. 16-26.

99. Zhu W, May D R and Avolio B J (2004), “The
Impact of Ethical Leadership Behaviour on

This article can be downloaded from http://www.ijmrbs.com/currentissue.php
80

